FACTORS AFFECTING E-COMMERCE IN TELECOMMUNICATION SERVICE

PROVIDING COMPANIES IN KENYA: A CASE STUDY OF SAFARICOM LIMITED,

NAIVASHA BRANCH by CHEGE, EVA WAMUYU
FACTORS AFFECTING E-COMMERCE IN TELECOMMUNICATION SERVICE 
PROVIDING COMPANIES IN KENYA: A CASE STUDY OF SAFARICOM LIMITED, 
NAIVASHA BRANCH 
 
 
 
BY 
EVA WAMUYU CHEGE 
 
 
 
RESEARCH PROJECT SUBMITTED TO THE SCHOOL OF MANAGEMENT AND 
LEADERSHIP IN PARTIAL FULFILLMENT OF THE REQUIREMENT FOR THE 
AWARD OF DEGREE OF BACHELOR OF MANAGEMENT AND LEADERSHIP 
(BUSINESS ADMINISTRATION OPTION) OF THE MANAGEMENT UNIVERSITY 
OF AFRICA 
 
 
 
 
 
 
 
 
 
SEPTEMBER 2018 
ii 
 
DECLARATION 
This project is my original work and has not been presented for a degree in any other University 
Signature ………………….     Date ………………… 
EVA WAMUYU CHEGE 
         
This project has been submitted for examination with my approval as University Supervisor 
Signature ………………….     Date ………………… 
DR. EMANUEL AWUOR 
 
 
 
 
 
 
 
 
 
 
 
 
 
iii 
 
DEDICATION 
I would like to dedicate this research project to my family for their tireless efforts, spiritual and 
moral support through the entire research. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
iv 
 
ACKNOWLEDGEMENT 
Special thanks to my Almighty God for the strength, good health and divine protection 
throughout my research study. I also acknowledge my supervisor Dr. Emanuel Awuor for the full 
dedication and willingness to guide me and most of all being patient with me. I also 
acknowledge the Management University of Africa for providing resources that enabled me to 
carry out this research. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
v 
 
ABSTRACT 
The general objective of this study was to study factors affecting e-commerce in 
telecommunication service providing companies in Kenya with a focus of Safaricom limited, 
Naivasha branch. The Specific objectives were to establish the infrastructure affecting e-
commerce at Safaricom Limited, Naivasha Branch, to find out technical skills affecting E-
commerce at Safaricom Limited, Naivasha Branch, to investigate financial infrastructures 
affecting E-commerce at Safaricom Limited, Naivasha Branch and to assess the legal and policy 
framework affecting E-commerce at Safaricom Limited, Naivasha Branch. The study will be of 
significance to safaricom who will be assisted through highlighting the technical, infrastructure, 
financial and legal factors affecting e-commerce and how they can improve and bring up positive 
impacts and curb or reduce the negative factors, more so the academic fraternity should be able 
to add knowledge on issues of e-commerce both to fellow students and the lecturers. It should 
also provide area for further research on the topic. The research was conducted using descriptive 
research design. The accessible population was 200 where the researcher obtained the sample 
size. The sample size of the study was 60 respondents which was 30% of the target population as 
recommended by Mugenda and Mugenda (2013). Stratified random sampling was employed in 
the study. The researcher used questionnaires to collect data because they are simpler to 
formulate and permits greater depth of response when a respondent is allowed to give a personal 
response in case of unstructured and structured questions. All the data collected is first coded. 
Coding is the transition of data collected for research into a machine-readable form. 
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OPERATIONAL DEFINATION OF TERMS 
 
E-commerce   
The sale of goods and services over computer networks by methods specifically designed for 
receiving or placing of orders. The goods or services are ordered by those methods, but the 
payment on the ultimate delivery of the goods or services do not have to be conducted online 
(United Nations, 2010).  
Growth   
The growth of a business can be measured by the various financial measurements. They can be 
the sales growth, profit levels, number of employees, number of customers and the market share. 
The easiest indicator is sales turnover (Altinay & Altinay, 2008).  
Internet Penetration   
This is looked broadly as the relationship between the numbers of individual internet users in 
Nairobi as compared to the demographic data (E-commerce Foundation, 2016).  
Payment Methods  
These are the specific channels through which financial exchange is done between the buyers 
and the sellers. The exchange could be digital (Card, M-Pesa) or cash exchange (Ingenico, 2012).  
Buyer Related Issues  
These are the consumers buying behavior that are influenced by cultural, social, personal and 
physiological factors (Burman & Aggrawal, 2015). 
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CHAPTER ONE 
 
INTRODUCTION 
1.0 Introduction 
This chapter contains the background of the study, statement of the problem, research 
objectives, research questions, significance of the study, limitations of the study and the 
scope of the study. 
1.1 Background of the Study 
E-commerce is the subset of e-business that centers specifically on commerce. Commerce 
is the exchange of goods and services for cash payment (Ferrell, 2008). E-commerce is 
all that a company demeanors commerce through electronic technology (Ferrell, 2008).E-
commerce does not necessarily mean shepherding commerce through the internet alone, 
but also through other forms of electronic communication (Ferrell, 2008). Ferrel,(2008) 
in his study said that Technologies like mobile commerce, electronic funds transfer, 
supply chain management, internet marketing, online transaction processing, electronic 
data interchange (EDI), inventory management systems, automated data collection 
systems e.t.c. are commonly used for e-commerce(Ferrell, 2008). 
 
In today‟s fast paced world, business transactions need to be fast and efficient(Rook & 
Fisher, 2005). Due to the increasing industrialization and since the world has continued to 
become a global village, service providing companies and other businesses need to adapt 
and use advanced technologies to be efficient (Rook & Fisher, 2005). E-Commerce 
introduces a new relationship between electronic media and the consumers by mediating 
complete retail transactions (Rook & Fisher, 2005). E-Commerce is credited with 
empowering employees and knowledge workers, by giving them easy access to virtually 
unlimited information (Rook & Fisher, 2005). 
 
Electronic commerce applications started in the early 1970s, with such innovations as 
electronic fund transfers (EFT) (Rook & Fisher, 2005). However, the extent of the 
applications was limited to large corporations, financial institutions, and a few daring 
small businesses (Rook & Fisher, 2005).Then came Electronic Data Interchange (EDI), 
which expanded from financial transactions to other transaction processing and enlarged 
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the participating companies from financial institutions to manufacturers, retailers, 
services, and so on (Rook & Fisher, 2005). Many other applications followed, ranging 
from stock trading to travel reservation systems (Rook & Fisher, 2005). Such systems 
were described as telecommunication applications and their strategic value was widely 
recognized (Rook & Fisher, 2005). 
According to Timmers (2009) selling goods, in the traditional sense, is possible to do 
electronically because of certain software programs that run the main functions of an e-
commerce Web site, including product display, online ordering, and inventory 
management (Timmers, 2009).  The software resides on a commerce server and works in 
conjunction with online payment systems to process payments (Ferrell, 2008). Since 
these servers and data lines make up the backbone of the Internet, in a broad sense 
(Ferrell, 2008). 
 
In Africa, Electronic commerce is an emerging model of new selling and merchandising 
tools in which buyers are able to participate in all phases of a purchase decision, while 
stepping through those processes electronically rather than in a physical store or by phone 
(with a physical catalog) (Ferrell, 2008).The processes in electronic commerce include 
enabling a customer to access product information, select items to purchase, purchase 
items securely, and have the purchase settled financially (Timmers, 2009). It is an 
emerging concept that describes the process of buying and selling or exchanging of 
products, services; and information via computer networks including the Internet (Ferrell, 
2008).  
From a communications perspective Electronic Commerce is the delivery of information, 
products/services, or payments over telephone lines, computer networks, or any other 
electronic means (Timmers, 2009). From a business process perspective - Electronic 
Commerce is the application of technology to-ward the automation of business 
transactions and work flow (Ferrell, 2008).  From a service perspective - Electronic 
Commerce is a tool that addresses the desire of firms, consumers, and management to cut 
service costs while improving the quality of goods and increasing the speed of service 
delivery and from an online perspective Electronic Commerce provides the capability of 
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buying and selling products and information on the Internet and other online services in 
Kenya (Rook & Fisher, 2005).  
In Kenya, firms needed to look for new ways of production and new technologies so as to 
gain competitive advantage, maintain a leadership in cost and also maintain good profits 
(Odhiambo, 2017). The problem requires urgent attention. Commerce is inevitable and is 
the fastest growing industry worldwide and is one of the most rapidly evolving areas of 
national and international trade (Odhiambo, 2017). 
Safaricom, one of Kenya‟s leading mobile telecommunications firm with a focus of 
transforming lives, officially announced the launch of its e-commerce portal, “Masoko”, 
a new platform which is projected to harness the power of mobile commerce through an 
all-inclusive platform (Odhiambo, 2017). Masoko (Swahili for „markets‟) aims to 
leverage the mobile phone to provide local merchants with unlimited potential to sell 
their products and services via an online platform (Odhiambo, 2017). 
Users of the platform are able to access items ranging from groceries to books and auto 
parts. Masoko hopes to unlock the untapped e-commerce market in Kenya by connecting 
consumers, merchants and vendors to each other using a powerful online portal (Ogutu, 
2017).  We are currently starting with close to 200 vendors offering over 20,000 products 
(Ogutu, 2017). Masoko hopes to unlock the untapped e-commerce market in Kenya by 
connecting consumers, merchants and vendors to each other using a powerful online 
portal (Ogutu, 2017).   
Masoko accepts all mobile money payments as well as Visa and MasterCard payments 
and has dedicated delivery fulfillment partners such as Wells Fargo and Sendy to provide 
a seamless customer experience that is versatile, fast and secure (Ogutu, 2017). By 
leveraging the strength and reach of the network, the customer base, partnerships with 
vendors, creates a solution that can power the next phase of growth for the Kenyan 
economy (Odhiambo, 2017). Safaricom creates a universal platform that connects the 
smallest of vendors in Kenya to a nationwide market (Ogutu, 2017) 
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Safaricom which has lived to its billing of providing voice, data, financial services and 
enterprise solutions for a range of subscribers, small businesses and government, using a 
variety of platforms delights for currently managing over 29.5 million subscribers, 
providing over 200,000 touch points for its customers and offering over 100 different 
products under its portfolio (Odhiambo,2017). 
Listed on the Nairobi Securities Exchange and with annual revenues in excess of Kshs 
200 Billion (US $ 2 million), Safaricom invested Kshs 38 billion in infrastructure, 
providing over 80 percent of Kenya‟s population with 4G and 3G coverage and providing 
2G coverage to 95 percent of Kenyans Safaricom has harnessed its proprietary fibre 
infrastructure to build a dedicated enterprise business, which provides managed IT 
services to clients in the East African region (Odhiambo, 2017). Safaricom pioneered 
commercial mobile money transfer globally through M-PESA, the most successful 
service of its kind anywhere in the world (Odhiambo, 2017). Launched in March 2007, 
M-PESA now has over 27.8 million customers and over 148,000 M-PESA Agent outlets 
countrywide (Odhiambo,2017). Thus, this study seeks to investigate on the effects of e-
commerce in service providing companies in Kenya with a focus of Safaricom limited, 
Naivasha branch. 
1.2 Statement of the Problem 
E-commerce has affected the global economy in many different ways. First of all, it has 
affected the information technology, and all the economic sectors, and above all e-
commerce has enhanced the productivity growth worldwide and here we are going to 
discuss this impact, they are able to identify the number of qualified people needed to 
advance their country‟s information economy or to calculate the amount of investments 
needed to provide business with access to the internet (Berger and Luckman 2006). The 
government measures needed to guide the implementation of the processes needed for e-
commerce in service providing industries (Berger and Luckman 2006). 
 
Due to drastic and rapid changes in business environment there is a need for businesses to 
adapt to new technologies and continue to learn more about their organization (Nagla, 
2000). The businesses and service providing companies should improve their current 
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ways of doing business (Nagla, 2000).Therefore, E-commerce should be enhanced in the 
organizations. Also, in today‟s fast paced world, the business transactions need to be fast 
and efficient. Traditionally, services and other transactions were slower and less efficient 
(Nagla, 2000).The problem of inefficiencies and ineffectiveness in organizations led to 
organizations engaging in continuous learning and also engaging their employees in 
research and development(Nagla, 2000).The knowledge about modern ways of doing the 
businesses motivated more innovations and led to or motivated more innovations (Nagla, 
2000). E-Commerce is one area or industry that has really improved ways of conducting 
business transactions more efficiently (Nagla, 2000). 
 
Safaricom has stepped up its foray into mobile commerce by introducing M-Pesa-based 
booking of travel tickets and hotel accommodation a new service that also promises to 
open additional revenue opportunities for the company‟s agents. It‟s in this light that this 
study seeks to investigate the factors affecting e-commerce in telecommunication service 
providing companies in Kenya: a case study of Safaricom limited, Naivasha branch  
1.3 Objective of the Study 
1.3.1 General objective 
The general objective of this study was to study factors affecting E-commerce in 
telecommunication service providing companies in Kenya with a focus of Safaricom 
limited, Naivasha branch. 
1.3.2 Specific Objectives 
i. To establish the effect of infrastructure on e-commerce at Safaricom Limited, 
Naivasha Branch 
ii. To find out the effect of technical skills on e-commerce at Safaricom Limited, 
Naivasha Branch 
iii. To investigate the financial infrastructure affecting e-commerce at Safaricom 
Limited, Naivasha Branch 
iv. To assess legal and policy framework affecting e-commerce at Safaricom 
Limited, Naivasha Branch 
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1.4 Research Questions 
i. To what extent does infrastructure affect e-commerce at Safaricom Ltd Kenya, 
Naivasha Branch? 
ii. To what extent do technical skills affect e-commerce at Safaricom Ltd Kenya, 
Naivasha Branch? 
iii. To what extent do financial infrastructures affect e-commerce at Safaricom Ltd 
Kenya, Naivasha Branch? 
iv. To what extent do legal and policy frameworks affect e-commerce at Safaricom 
Ltd Kenya, Naivasha Branch? 
 
 
1.5 Significance Of The Study 
The study will be of significance to Safaricom who will be assisted through highlighting 
the financial, technical, infrastructure and legal factors affecting e-commerce and how 
they can improve positive impacts and curb or reduce the negative impacts, more so the 
academic fraternity should be able to add knowledge on issues of e-commerce both to 
fellow students and the lecturers. It should also provide area for further research on the 
topic. 
1.6 The Scope Of The Study 
The study was carried out at Safaricom Ltd Kenya, Naivasha Branch. It was found 
suitable due to its electronic commerce usage in providing services to their clients. The 
respondents were obtained from all the departments and their customers too. The target 
population was 200 personnel working with Safaricom and customers who use Safaricom 
in paying services via the internet. A sample size was obtained by taking 30% of the 
target population. The respondents selected were issued with questionnaires which they 
filled within a period of two weeks which gave the respondents and the researcher 
enough time to gather the required information. The study took three months from the 
month of July 2018 to September 2018. 
1.7 Chapter Summary 
This introductory chapter delivers a background to the study; a statement of the research 
problem, objectives of the study, research questions, significance of the study, scope and 
chapter summary. Finally, the chapter existing an indication of the chapters that follow 
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and laid the foundation for this dissertation. The next chapter provides an all-inclusive 
literature on the factors affecting e-commerce in service providing companies in Kenya, a 
case study of Safaricom limited, Naivasha branch. 
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CHAPTER TWO 
LITERATURE REVIEW 
2.0 INTRODUCTION 
This chapter presents a review of literature on the factors affecting e-commerce in 
telecommunication service providing companies in Kenya: a case study of Safaricom 
limited, Naivasha branch  
2.1 Theoretical Review  
2.1.1 J. B. Clark’s Theory 
The J. B. Clark‟s theory is of the opinion that profits arise in a dynamic economy, not in a 
static economy (Vitale, 1986). A static economy is defined as the one in which there is 
absolute freedom of competition; population and capital are stationary; production 
process remains unchanged over time; goods continue to remain homogeneous; there is 
freedom of factor mobility; there is no uncertainty and no risk; and if risk exists, it is 
insurable (Vitale, 1986). In a static economy therefore, firms make only the „normal 
profit‟ or the wages of management (Vitale, 1986).   
 A dynamic economy on the other hand, is characterized by the following generic 
changes: (i) population increases; (ii) increase in capital; (iii) improvement in production 
technique; changes in the forms of business organizations; (v) multiplication of consumer 
wants (Vitale, 1986). The major functions of entrepreneurs or managers in a dynamic 
environment are in taking advantage of the generic changes and promoting their 
businesses, expanding sales, and reducing costs (Vitale, 1986). The entrepreneurs who 
successfully take advantage of changing conditions in a dynamic economy make pure 
profit (Vitale, 1986). From Clark‟s point of view, pure profits exist only in the short-run 
(Vitale, 1986). In the long-run, competition forces other firms to imitate changes made by 
the leading firms, leading to a rise in demand for factors of production (Vitale, 1986).  
Consequently, production costs rise, thus reducing profits, especially when revenue 
remains unchanged (Vitale, 1986). The risk theory of profit was initiated by F. B. Hawley 
in 1893. According to Hawley,(2000) risk in business may arise due to such reasons as 
obsolescence of a product, sudden fall in the market prices, non-availability of crucial 
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raw materials, introduction of better substitutes by competitors, risk due to fire, war and 
the like (Vitale, 1986). Risk taking is regarded as an inevitable accompaniment of 
dynamic production, and those who take risk have a sound claim of a separate reward, 
referred to as „profit‟(Vitale, 1986). Hawley, (2000) simply refers to profit as the price 
paid by society for assuming business risk. He suggests that business people would not 
assume risk without expecting adequate compensation more than actuarial value, that is, 
premium on calculable risk (Hawley,2000). Risk can arise from a strategy that changes 
the basis of competition to a company‟s disadvantage (Vitale, 1986). When a company 
embarks on an electronic commerce initiative, it‟s profits and customer base expand. 
Frank Knight treated profit as a residual return to uncertainty bearing, not to risk bearing 
as in the case of Hawley‟s (Hawley,2000). Knight divided risk into calculable and non-
calculable risks. Calculable risks are those risks whose probability of occurrence can be 
statistically estimated based on available data (Hawley,2000). Examples of these types of 
risks are risks due to fire, theft, accidents, and the like(Hawley,2000). Calculable risks are 
insurable (Vitale, 1986).  Those areas of risk in which the probability of its occurrence is 
non-calculable, are certain elements of production cost that cannot be accurately 
calculated and are not insurable (Hawley,2000). This theory is directly applicable to some 
of the risks faced in e-commerce. The risk of Internet fraud is calculable based on level of 
technology adopted (Schumpeter,1985).  Some e-commerce risks can be calculated easily 
based on the available data supporting this theory and this can be factored in calculation 
of profitability. The innovation theory of profit was developed by Joseph A. Schumpeter, 
(1985). Schumpeter was of the opinion that factors such as emergence of interest and 
profits, recurrence of trade cycles are only incidental to a distinct process of economic 
development; and certain principles which could explain the process of economic 
development would also explain these economic variables or factors (Schumpeter,1985). 
Schumpeter‟s theory of profit is thus embedded in his theory of economic growth. In his 
explanation of the process of economic growth, Schumpeter began with the state of 
stationary equilibrium, characterized by equilibrium in all spheres (Schumpeter,1985). 
Under conditions of stationary equilibrium, total receipts from the business are exactly 
equal to the total cost outlay, and there is no profit (Schumpeter,1985). According to the 
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Schumpeter‟s theory, profit can be made only by introducing innovations in 
manufacturing technique, as well as in the methods of supplying the goods 
(Schumpeter,1985).   According to Mckinsey survey (2011) two billion people are 
connected to the Internet. Almost $8 trillion exchange hands each year through e-
commerce. In some developed markets, about two thirds of all businesses have an online 
presence of some kind, and one-third of small and medium sized businesses extensively 
use Web technologies (Mckinsey 2011). Mckinsey survey (2011) The Internet has 
transformed the way we live, the way we work, the way we socialize and meet, and the 
way our countries develop and grow (Mckinsey 2011).In two decades, the Internet has 
changed from a network for researchers and geeks to a day-to-day reality for billions of 
people (Mckinsey 2011). Our research sheds new light on this revolution and helps 
explain the direct link between the Internet and economic vitality (Mckinsey 2011).Its 
impact on economic wealth reaches well beyond pure players in the industry. Indeed, the 
brunt of its economic contribution derives from established industries that in the shadow 
of the Internet, have become more productive, have created more jobs, have increased 
standards of living and have contributed more to real growth (Mckinsey 2011).  Our 
research shows that more than 75 percent of the value added created by the Internet is in 
traditional industries (Mckinsey 2011).   
2.1.2 Transaction Cost Theory 
Transaction cost theory, or transaction cost economics, has become an increasingly 
important anchor for the analysis of a wide range of strategic and organizational issues of 
considerable importance to firms (Madhok, 2002). The transaction cost theory has been 
employed in studying firms‟ boundaries, vertical integration decisions, the rationale for 
conducting an acquisition, the networks and other hybrid governance forms (Madhok, 
2002). The transaction cost theory has expanded its breath to strategic management and 
international business in seeking to explain how firms internationalize and the structural 
arrangements required to improve the odds of success (Madhok, 2002).  In fact, it is 
reasonable to put forward that the Transaction cost theory has become a pervasive theory 
in organizational studies (Joskow, 1988).   
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Transaction Costs Economics is part of the New Institutional Economics research 
tradition(Joskow, 1988). The main focus of TCE is the definition of the determinants of 
coordination of the transactions through markets or hierarchies (Joskow, 1988). In this 
sense, the boundaries of the firm should be a function of the governance structure 
(Holmström & Roberts, 1998), especially when we consider that this governance 
structure would assure the optimal adaptability of the firm to changes in the conditions of 
supply and demand (Holmström & Roberts, 1998).  One important aspect of Transaction 
cost theory is that it focus not only on the two extremes of transaction governance (that 
is, hierarchy vs. market), but also on other hybrid forms and long term contracts 
(Holmström & Roberts, 1998). 
2.2 Empirical Review   
2.2.1 Telecommunication Infrastructure  
This mostly entails bandwidth and security (Ghandour, 2011). The requirement for 
bandwidth varies widely from one e-commerce activity to another making it hard to 
generalize (Ghandour, 2011). Bandwidth usually becomes crucial for service-based B2B 
e-commerce as opposed to product-based one and high-traffic B2C e-commerce as 
opposed to low-traffic one(Ghandour, 2011).  Two main components of security 
requirements for e-commerce are type of firewall and encryption/algorithm mechanism 
(Ghandour, 2011). This also varies widely from one e-commerce activity to the other 
(Ghandour, 2011).  Ranging from protection against unwanted disclosure of client 
information to guarantee of reliable electronic payment (Ghandour, 2011). Security 
requirements are a crucial part of e-commerce (Ghandour, 2011). 
Researchers have established that usage is a key variable in explaining the performance 
impact of information technology (Bremser & Chung, 2005; Rossi, 2012).  This is 
especially so if the system use is voluntary as in e-commerce websites where the users 
are customers (Ghandour, 2011). Both the nature use and the amount of usage are both 
important indicators of success and have an impact on the organization and can be used 
to make decisions on improving the quality of a website (Bremser & Chung, 2005; Rossi, 
2012). The number of visitors and repeat visitors are one of the top traffic measures that 
can be determined (Bremser & Chung, 2005; Rossi, 2012). 
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 Telecommunication infrastructure does affect e-commerce adoption and e-commerce is 
still in an early stage and a number of related issues are not yet solved – security, privacy, 
data protection, encryption, copyright and intellectual property (Golicic et al., 2002).   
The constantly evolving policies and rules governing the internet and its operations will 
affect the future of global e-commerce (Golicic et al., 2002).  Given the enormous 
economic opportunities at stake for all companies across the world, developing countries 
should be involved as equal partners in the development of the growing body of internet 
governance (Golicic et al., 2002). According to Van Akkeren and Cavaye (1999), both 
industry and government bodies have a role to play in promoting and supporting small 
business networking and IT (Puschmann and Alt, 2001).  They found that Australian 
government initiatives for small business have been developed to provide national 
information infrastructures, using the internet as a global information model, 
encompassing all aspects of telecommunication (Puschmann and Alt, 2001). The non-
integrated nature of most ICT infrastructure causes numerous problems to organizations, 
which need to unify their information systems and fully automate their business processes 
(Puschmann and Alt, 2001). There is, therefore, a need for a technology that results in a 
flexible, manageable and maintainable integrated ICT infrastructure (Republic of Kenya 
Sessional Paper No. 2, 2005). Such an infrastructure can lead to differentiation and 
therefore competitive advantage (Puschmann and Alt, 2001). The existing IT 
infrastructure of an organization is a factor that affects the introduction of EAI, as the 
needs of the infrastructure often stimulate the process for adopting application integration 
(Puschmann and Alt, 2001). 
According to El-Nawayi and Ismail (2006), the non-existence of an appropriate and 
secure e-commerce-enabled environment is a disincentive to attempting e-commerce 
projects but is not a well-grounded justification for avoiding such attempts. This 
constraint limits MSEs technological capacity thereby adversely affecting the 
competitiveness of their products and services (Republic of Kenya Sessional Paper No. 2, 
2005). 
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2.2.2 Telecommunication Technical skills 
Technical Skill Requirements; a systems administrator must have a good knowledge of 
computer hardware, must be able to maintain and upgrade hardware including hard drive, 
processor and motherboard (Bowles and Wilson, 2002). He/she must also have the skill 
to install and compile Apache, mySQL and Java servlet engine (Bowles and Wilson, 
2002). A developer needs to be a high-level programmer with a few years of experience 
in the industry and must possess a clear understanding of how an e-commerce system 
works(Bowles and Wilson, 2002). Understanding how information flows from one end of 
the system to another and what modifications take place in between is essential(Bowles 
and Wilson, 2002). Specific required skills include programming skills in C, PHP and 
Java and knowledge on SQL programming and data architecture (Bowles and Wilson, 
2002). 
Bowles and Wilson (2002) noted that in the study of SME demand for IT and  e-
commerce, it is important to appreciate the dynamism of the subject and thus its continual 
change. According to Koh and Maguire (2004), there are a wide range of internet 
applications that SMEs have at their disposal. However, whether they are actually using 
them fully to gain competitive advantage is not clear (Bowles and Wilson, 2002).  Lack 
of resources and skill in both the technical and the business areas makes the introduction 
of e-business unworkable in its current format (Bowles and Wilson, 2002). Koh and 
Maguire (2004) noted that changes in technology with their impact on the numbers and 
skills of the workforce pose a major challenge for most organizations (Koh and 
Maguire,2004). Small organizations find it difficult to justify a substantial financial 
commitment in an area they do not recognize as being their core element of the business.  
Simpson and Docherty (2004) found that ignorance surrounding technology is fueling 
concerns about security, costs and legislation. They also found that in Australian SMEs 
barriers to taking advantage of the internet were lack of skills, knowledge and poorly 
trained staff (Koh and Maguire,2004). According to Lawson et al. (2003), diffusion of 
new technology can take decades, and involves more than simply reproducing and 
distributing the technology. Indeed, making full use of the new technologies will rely on 
the IT sills of staff within organizations (Taylor and Murphy, 2004).  Taylor and Murphy 
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(2004) found that many SMEs lack the necessary IT skill base to engage with the digital 
economy (Taylor and Murphy, 2004). Some may have IT enthusiasts as owner-managers, 
but the majority of firms do not (Taylor and Murphy, 2004). They noted that the lack of 
staff to implement IT is a separate aspect of this same deterrent (Taylor and Murphy, 
2004). It may well be difficult or too expensive for an SME to hire people with the 
necessary technical expertise to pursue an IT strategy (Taylor and Murphy, 2004). In 
their study, Blackburn and Athayde (2000) found that training of the labor force is 
regarded as a key component of Government competitiveness policy. They found that 
small firms often have difficulty finding training to suit their needs, and most owner 
managers undertake only limited external training and few expect to gain formal 
qualifications (Taylor and Murphy, 2004).  Informal on-the-job training was also favored 
over external training for employees (Taylor and Murphy, 2004). Training tended to be 
ad hoc and responsive to immediate and identifiable business needs (Blackburn and 
Athayde, 2000). The main barrier to external training was the perception that it was both 
inconvenient and unnecessary (Blackburn and Athayde, 2000). However, the institutions 
expected to provide technical services to MSEs are weak and lack specialized capacity to 
meet the needs of the sector (Taylor and Murphy, 2004). There are no information 
networks between MSE operators and technology experts (Blackburn and Athayde, 
2000). The constraints limiting the availability and accessibility of relevant technology to 
MSEs are further compounded by the general low investment in research and 
development (Republic of Kenya Sessional Paper No. 2, 2005). 
2.2.3Telecommunication Financial infrastructure  
Financial Infrastructure Payment procedures are the ways in which a seller can receive 
payment in return for the goods or services sold (Taylor and Murphy, 2004).  Access to 
these services depends on the banking infrastructure in location of selling and customers' 
locations (Mohd, & Omar, 2008).  For full-fledged e-commerce transaction the banking 
infrastructure requirements should be as follows: Dependable telecommunication 
network (Mohd, & Omar, 2008). Use of integrated banking software for back office and 
front office data processing, use of WAN and Internet for banking operations, availability 
of Electronic fund transfer System, availability of Electronic Clearing System, 
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Availability of Public Key based Encryption System, availability of Credit Card System 
both for local and international payment, availability of Foreign Exchange Remittance 
Mechanism over the Internet and availability of Legal Infrastructure supporting online 
payment mechanism Interim Solution:If local telecommunication services in a country do 
not allow for direct connection of a web site to secure payment facilities, and in particular 
to those offered by credit card companies, it may be possible to host a web site in a 
neighboring location that is capable of providing the necessary financial connections 
(Mohd, & Omar, 2008).   
The financial incentives that e-commerce companies can derive from selling products 
online is of key interest to the owners. They bear the responsibility of determining the 
investment levels  and it is only plausible that they will invest if their website is creating 
value as opposed to being a cost (Mohd, & Omar, 2008). Evaluating websites from the 
financial angle is challenging too as no single measure can be used. Donkor (2013) 
posited that according to the financial perspective of the Balanced Scorecard the volume 
of sales and number of customers are some the measures that can be used. According to  
Zhu & Kraemer (2002) financial performance can be evaluated along three dimensions 
these include; profitability, cost reduction, and inventory efficiency (Mohd, & Omar, 
2008).  
Although limited resources are a distinguishing characteristic of SMEs and thus a barrier 
for them to compete in the global e-business sector, there are also many counter-
balancing advantages as well (Zhu & Kraemer, 2002).  An obvious advantage is that 
small and medium-sized companies are usually more entrepreneurial and willing to 
experiment and innovate in terms of business models and operations than larger 
organizations with established hierarchies (Zhu & Kraemer, 2002).   
The sluggish pace of e-commerce diffusion into small business has been attributed to 
various barriers or impediments that are faced by these organizations (MacGregor and 
Vrazalic, 2005).  High costs associated with e-commerce have been identified in several 
studies as one of the barriers to the adoption of e-commerce (MacGregor and Vrazalic, 
2005).  They also found that high costs as a barrier to the adoption of e-commerce by 
SMEs arises from the fact that small businesses face difficulties obtaining finance, unlike 
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their larger counterparts (MacGregor and Vrazalic, 2005). If the finance was readily 
available to small businesses, high cost may not be a barrier to e-commerce adoption 
(MacGregor and Vrazalic, 2005).  The exact nature of the relationship between the 
unique features of small business and cost-related barriers is a topic that they proposed 
for further research (MacGregor and Vrazalic, 2005).   
 
2.2.4 Telecommunication Legal and Policy Framework 
In general, policies that ensure legal certainty, security and consumer protection for 
online transactions and interactions should be enacted (Wu T.2010). These include the 
resolution of issues such as transactional security, electronic contract enforceability and 
the authentication of individuals and documentation (Wu T.2010). The following factors, 
often influenced by national policy, should be considered: Perceived political risk, 
Predictability of the legal environment, Soundness of economic and monetary policy, 
Openness to foreign direct investment, Convertibility of local currency, Restrictions on 
capital flows, Credit card usage, Credit card processing protocols, Access to credit, 
Entrepreneurial culture, Access to startup capital, Regulations and restrictions on small 
business (Wu T.2010).   
Besides developing the e-infrastructure in the country through effective Telecom Policy 
measures, the Indian government is taking appropriate steps as confidence building 
measures for the growth of ecommerce. It has created the necessary legal and 
administrative framework through the enactment of the Information Technology IT Act 
which combines e-commerce transactions and computer misuse and frauds rolled into an 
Omnibus Act (Wu T.2010).   
While on the one hand it seeks to create the Public Key Infrastructure (PKI) (Vedder 
A,2006) for electronic authentication through digital signatures, on the other hand, it 
seeks to build confidence among the public that the frauds in the cyber space will not go 
unpunished (Wu T.2010). The Controller of Certifying Authorities (CCA) has been put in 
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place for effective implementation of the IT Act (Wu T.2010).  The Act also enables e-
governance applications for electronic delivery of services to citizens (Wu T.2010).    
The CCA acts as a regulator for the growth of e-commerce and e-governance(Wu 
T.2010). It is responsible for the establishment of PKI the country through licensing of 
certifying authorities (CAs). For this purpose, it has notified standards which are based 
on international standards as adopted by the International Telecom Union, the Internet 
Engineering Task Force (IETF), Institute of Electrical and Electronics Engineers, Inc. 
(IEEE) and the Federal Information Processing Standards (FIPS) of the Government of 
the United States (Wu T.2010). 
These standards range from specifying the high security modules for storing private keys 
of the CAs to the public key certificates, the certificate revocation lists and the directory 
services. Notable feature of the implementation in India is the creation of a panel of 
independent auditors who would be responsible for auditing the technical and physical 
infrastructure of the CAs to ensure conformance with the standards as also to ensure that 
the CAs comply with their certification practice statement (Wu T.2010).   
 There will be greater emphasis to ensure that the identity of individuals and businesses is 
verified as per established procedures to create the required level of trust in electronic 
environment. The CCA has established the National Root infrastructure which would be 
used for digitally signing the certificates of all the certifying authorities. Beginning 
February 2002, four Certifying Authority license have been issued to operate under the 
Root (Turban E,2009). It is also setting up the National Repository to store all the 
certificates issued by all the CAs in the country as required under the Information 
Technology Act. 6. Actions to be taken at national level The CII and NASSCOM reports 
and many other businesses have observed that there are some difficulties associated with 
the formation of online contracts in the present formulation of the IT Act. It‟s argued that 
legal enforceability of electronic contracts is open to challenge and legal jurisdiction of 
contracts involving international parties is not defined (Turban E,2009). The Act is also 
silent on issues regarding taxation of electronic transactions (Turban E,2009).   
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 Customs duty for cross border taxation, sales tax, etc. (indirect taxation) for goods and 
services delivered electronically are not clearly spelled out. The jurisdiction of 
ecommerce transactions is also not clarified. They have also pointed out that there is no 
provision for dual-key pairs for individuals and businesses which can create some 
difficulties for confidentiality of transactions. Other difficulties associated with the IT 
Act relate to the cybercrimes which are not fully covered are an area of concern for the 
growth of e-commerce (Agarwal J,2008). In this context it is also argued that Law 
Enforcement Agencies are not fully equipped and trained to deal in cybercrimes 
(Agarwal J,2008). 
2.3 Summary and Research Gaps 
From the extant literature that has been reviewed, electronic commerce has   completely 
transformed the way organizations conduct business transactions. Most organizations 
have shunned the traditional processes that led to high transactional costs and have 
adopted electronic based business transactions that have the potential to reduce cost of 
transactions. However, most of the studies are based on experiences from developed 
countries where internet access is higher than in developing countries. A number of 
businesses from developing counties are fast adopting e-commerce. This is likely to 
affect the way they do business and the revenue they earn from business.  This is the 
reason why this study is important so as to establish factors affecting e-commerce in 
telecommunication service providing companies in Kenya with a focus of Safaricom 
limited, Naivasha branch. 
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2.4 Conceptual Framework 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Telecommunication 
infrastructure  
Telecommunication technical 
skills 
Telecommunication financial 
infrastructure  
Telecommunication legal and 
policy framework  
E-commerce in service 
provision at Safaricom limited, 
Naivasha Branch 
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2.5 Operationalization of Variables 
Variable  Variable type  Indicators  Measurement  
Infrastructure   Independent   Organization structure 
 Organization facility 
 Infrastructure asset   
 Questionnaire 
Employees have enough 
space for undertaking 
their duties 
Technical skills  Independent  Scientific tasks 
 Programming languages 
 Mechanical skills  
 Questionnaire 
Employees are able to 
tackle the technical 
problems experienced on 
their work station 
Financial 
infrastructure 
Independent  Payment systems  
 Collateral registries 
 Financial markets   
 Questionnaire 
The organization is able 
to manage its financial 
resources 
Legal and policy 
framework  
Independent  Implementation of 
policies 
 Legal policies 
 Legal Decision making 
 Questionnaire 
The organization has a 
well structures legal and 
policy framework 
E-commerce   Dependent  Online marketing  
 Online products 
 Questionnaire 
The employees and 
customers are able to 
interact better  
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2.6 Chapter Summary 
The chapter has discussed literature review in order to trace a path to the research topic 
and to gain an understanding of the theory in order to adequately explore it.  Based on the 
literature review, the researcher was able to summarize the ideas and knowledge in the 
research area and thereafter suggest the way forward. In the discussion the researcher has 
discussed the theoretical literature review and empirical literature review, summary of 
gaps to be filled, the conceptual framework, operationalization of variables and the 
chapter summary.  
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CHAPTER THREE 
RESEARCH METHODOLOGY 
3.0 Introduction 
This chapter supported the investigator to look into the subsequent research design, target 
population, sampling procedure to be used, methods of data collection, validity and 
reliability of data collection instruments, methods of data analysis, ethical considerations 
and summary of the chapter. 
3.1 Research Design 
The research was conducted using descriptive research design. This research design 
provided explanation between the independent variables and the dependent variable. It 
was further provide, focus on current conditions of the problem being investigated. 
(Mugenda and Mugenda 2003) 
According to Kothari (2001) descriptive research design includes facts, findings and 
inquires of different kind and its major purpose is the description of the state of affair as 
it exists at the present. The researcher prefers the approach since it is appropriate for the 
study established and reported the factors affecting service providing company, 
Safaricom in Naivasha town. The research design helped the researcher understand well 
the characteristics of the population although the findings were generalized to other 
scenarios, but the researcher focused on Naivasha town. 
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3.2 Target Population 
According to Burns and Groove, (2013), a populace is defined as all elements 
(individuals, objects and events) that meet the sample standards for inclusion in a study. 
The accessible population was 60 employees from Safaricom limited Naivasha. 
 
 
 
Table 3.1 Target Population 
 
Category                                      Target population Percentage (%) 
Top level management 6 10% 
Middle level management 3 5% 
Lower level management  51 85% 
Total  60 100 
 
3.3 Sample and Sampling Technique 
Sampling is the process of selecting a number of individuals to present a large group 
from which they are selected. Census sampling was employed in the study. This was 
appropriate because the target population was a small number. 
Table 3.2 Sample Size 
Category Frequency Percentage (%) 
Top level management 6 10% 
Middle level management 3 5% 
Lower level management  51 85% 
Total  60 100 
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3.4 Instruments 
The researcher used questionnaires to collect data because they are simpler to formulate 
and permits greater depth of response when a respondent is allowed to give a personal 
response in the case of unstructured and structured questions. 
3.5 Pilot Study 
To attain content validity and reliability, support from the experts on numerous segments 
in the surveys as instrument for data collection sought and pre-test the questionnaire with 
five (5) questionnaires to be given to the employees of Safaricom limited, Naivasha 
branch. 
Validity refers to the degree to which result obtained from analysis of the data represents 
phenomena understanding. To achieve content validity the study employed two sections 
questionnaires as the only instrument for the data collection. On the other hand, face 
validity is achieved by the use of the professional in the relevant areas of the study. In the 
case the questionnaire is thoroughly scrutinized by the supervisor to assess the instrument 
sustainability in measuring the concept. 
Reliability is a measure of the degree to which the research instrument viewed constitutes 
result. To achieve is, the questionnaires were designed with systematic and 
comprehensive questions to enable respondent to answer without much reference. The 
questionnaire is pre-tested through pilot project before actual data collection took place.  
3.6 Data Collection Procedure 
Questionnaires were the most actual method of data assortment for this study since its 
cost actual (cheap), the respondents have satisfactory levels of education and hence 
filling them will be easy. Due to constraints of time this method was effective to collect 
the data. It is expected that the response rate to be achieved will be over 90%. Before 
circulation of the questionnaires authorization was sought from the relevant specialists to 
aid in data collection. Consent is necessary as one might necessitate getting amplification 
later which was easier having found prior authorization. 
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3.7 Data Analysis and Presentation 
All the data collected is first coded. Coding is the transition of data collected for research 
into a machine-readable form (Mugenda and Mugenda, 2013). Thus, the product of the 
coding process is the conversion of the data item into numerical scales. After making a 
set of readable data from the study, the next stage is data clearing. Data clearing is 
necessary because no matter how careful the data has been altered some errors are 
inevitable (Mugenda and Mugenda, 2003).  
Computer excel software program is used to enable analysis. The researcher assigned 
codes to the items in the questionnaires which were used to enter data into computer, 
distribution tables, pie charts and graphs were used to present data while frequencies and 
percentages obtained were used to answer the research questions. Percentages, tables and 
figures were emphasized because they were analyzed, interpreted and conclusion and 
recommendations were made from the tables. 
3.8 Ethical considerations 
The researcher had to give consent letter to the respondents so as to introduce the 
intention of the research. 
For the significance of the research voluntary involvement was encouraged in order to get 
the intended information from the respondents. Independence of the respondents shall 
also be observed. 
Any information given by the respondent shall be handled carefully and confidentially. 
Prior revelation of any information about the research consent shall be sought from the 
respondents 
The information provided by the respondents shall be held with high levels of 
confidentiality and shall only be used for academic purposes. 
Upon completion of the research the research findings shall be shared with the 
respondents if they are in accordance with their expectations. Where findings indicate 
alarming and sensitive information the special considerations were made before such 
release is done. 
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3.9 Chapter Summary 
Chapter three has conversed the examination procedures revealing the investigation 
design, target population, sampling procedure to be used, methods of data collection, 
validity and reliability of data collection instruments, methods of data analysis, and 
ethical considerations. Descriptive research design was used in the study since it is very 
useful in recitation the variables without the investigator's inspiration. The design was the 
most suitable because of its appropriateness for survey methods in data collection, 
analysis and also permissible the use of research tools like questionnaire. 
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CHAPTER FOUR 
4.0 Introduction 
This chapter deals with the analysis, presentation and interpretation of the data and 
summary of analyzed data. 
 
4.1 Presentation of the Findings according to Research Questions 
4.1.1 Response Rate 
The study sought to find out the response rate of the study. 
Table 4.1 Response Rate 
   
Table 4.1 shows the presentation of issued and returned questionnaires. As shown from 
the presentation, the researcher distributed a total of 60 questionnaires of which 48 
questionnaires were answered and returned. This was a considered to be 80 % and only 
12 questionnaires were not returned thus constituting a total of 20%.  As the response rate 
suggests, the number of questionnaires were considered enough to be used in the entire 
study. 
4.1.2 Gender   
The researcher sought to analyze the gender of the respondents involved in the study. 
 
 
 
 
Response Rate Frequency Percentage 
Response 60 100 
Non response 0 0 
Total 60 100 
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Table 4.2 Gender of Respondents 
Category Frequency Percentage 
Male 38 63 
Female 22 37 
Total 60 100 
 
The table 4.2 demonstrates the gender distribution of the respondents. It was established 
that 63% were male while 37% were female. Therefore it can be concluded that there 
were more males who responded than females which shows that they prefer to employ 
more men because of the hard work. 
4.1.3 Age analysis 
The researcher sought to analyze the age categories of the respondents 
Table 4.3 Age analysis 
The researcher sought to analyze the various age categories involved in the study. 
Category  Frequency Percentage  
Below 20 years 9 15 
21-30 years 19 32 
31-40years 16 26 
41-50 years 6 10 
Above 50 years 10 17 
Total  60 100 
 
Table 4.3 demonstrates the distribution ages of the respondents. It was established that 
15% of the respondent were less than 20 years, 32% were aged between 21-30 years, 
while 26% were aged between 31-40 years, and 10% are aged between 41-50years while 
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17% were above 50years. Therefore the company prefers to engage mature and energetic 
people. 
4.1.4 Marital Status  
The researcher sought to analyze the marital status of the respondents 
Table 4.4 Marital Status of Respondents 
The researcher sought to analyze the marital status of the respondents involved in the 
study. 
Category  Frequency Percentage  
Single  21 35 
Married 35 58 
Divorced 2 3 
Separated 2 3 
Total  60 100 
 
Table 4.4 and figure 4.4 above shows the marital statuses of the respondents. 35% were 
single, 58% were married, 3% were divorced and 3% were separated. The results 
indicated that the organization was dominated by Married respondents. This showed that 
the establishment prefers the married who are deemed to be more responsible. 
4.1.5 Level of Education 
The researcher sought to analyze the levels of education of the respondents 
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Table 4.5 Highest Level of Education 
Category  Frequency Percentage  
Certificate 8 13 
Diploma 20 33 
Degree 29 48 
Others 3 5 
Total  60 100 
 
Table 4.5 and figure 4.5 showed the levels of education of the respondents, 13% were 
certificate holders, 33% were diploma graduates, and 48% were degree graduates while 
5% of the responds were represented by others. Generally, the institution regarded 
education as a prequalification for employment. 
4.2.6 Length of service 
The study sought to investigate the length of service of the respondents 
Table 4.6 Length of Service  
The researcher sought to analyze the duration the respondents had worked at the 
company 
Category  Frequency Percentage  
Less than 1 year 13 22 
1-6 years 17 28 
7-11 years 11 18 
12-17 years 13 22 
Over 18 years 6 10 
Total 60 100 
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Table 4.6 indicates the length of service of the respondents. According to the analysis, 
10% of the respondent had worked for over 18 years, 22% of the respondents had worked 
in age bracket of 12-17 years, 18% of the respondents had worked for 7-11 years, and 
28% of the respondents had worked for 1-6 years while 22% of the respondent had 
worked for less than 5 years. From the analysis it can be concluded majority of the 
respondent represented by 36% had worked in Safaricom Limited. Generally, this 
showed that the establishment retained its employees long. 
4.2.7 Telecommunication technical skills 
The study sought to find out if the technical skills helped in steering e-commerce in 
service providing companies 
Table 4.7 Do technical skills help in steering e-commerce in service providing 
companies 
Category Frequency Percentage 
Yes  37 62 
No  23 38 
Total 60 100 
 
Table 4.7 indicates that majority 62% indicated that technical skills helped in steering e-
commerce while 38% indicated that it does not steer e-commerce. This was an indication 
that the technical skills were very useful in the progression of e-commerce. 
4.2.8 Telecommunication legal and policy framework 
Table 4.8 To what extent does legal and policy framework influence e-commerce in 
service provision in Safaricom limited, Naivasha branch? 
Category Frequency Percentage 
Very High 27 45 
High 18 30 
Low 9 15 
No Effect 6 10 
32 
 
Total 60 100 
 
Table 4.8 indicates that majority of the respondents, 45% indicated that the extent of legal 
and policy framework was very high on e-commerce, 30% indicated that it was high, 
15% indicated that it was low while 10% indicated that it had no effect at all on e-
commerce. This was an indication that legal and policy framework was highly observed 
when it came to the use of e-commerce in business. 
 
4.2.9 Telecommunication financial infrastructure  
The study sought to investigate on the financial infrastructure of Safaricom limited, 
Naivasha branch 
Table 4.9 how do you consider telecommunication financial infrastructure  
Category Frequency Percentage 
Very good 30 50 
Good  15 25 
Fair  10 17 
Poor  5 8 
Very poor  0 0 
Total 60 100 
 
Table 4.9 indicates that the study was carried out to establish how the respondents 
considered telecommunication financial infrastructure in Safaricom Ltd Kenya, Naivasha 
branch. From the findings, 50% of the respondents rated very high, 25% of the 
respondents rated high, 17% of the respondents rated low and 8% of the respondents 
rated very low. From the findings it was clear that the telecommunication financial 
infrastructure was very important for the running of e-commerce and also the growth of 
the company. 
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4.2.10 Telecommunication Infrastructure 
The study investigated the extent that telecommunication infrastructure has helped the 
service providing companies towards improving their services 
Table 4.10 To what extent has telecommunication infrastructure helped the service 
providing companies towards improving their services. 
Category Frequency Percentage 
Large extent  29 48 
Small extent  16 27 
Moderate  15 25 
Total 60 100 
 
Table 4.10 indicates that majority of the respondents 48% indicated that 
telecommunication infrastructure helped the service providing companies towards 
improving their services in a large extent, 27% indicated that it was of a small extent 
while 25% indicated that the extent was moderate. This was an indication that 
telecommunication infrastructure was useful to the company on improving their services.  
4.2 Limitations of the Study 
Some of the respondents gave insincere response so as to discredit or credit the 
organization. The researcher overcame this by assuring the respondents that the research 
was solely for the academic purposes only. Some of the questionnaires were not filled or 
returned. Some of the respondents had very busy schedules, the researcher overcame this 
by leaving the questionnaires to the respondents for a period of two weeks for them to fill 
them at their own free time. 
4.3 Chapter Summary  
This chapter encompasses the exhibition of the research findings, limitations of the study 
and the chapter summary. The next chapter entails of the precipitate of the findings, 
recommendations and conclusions of the study. 
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CHAPTER FIVE 
SUMMARY OF MAJOR FINDINGS, CONCLUSION AND RECOMMEDATIONS 
5.0 Introduction 
This chapter comprised of the summary of the major findings, Conclusions and 
recommendations. 
5.1 Summary of Findings 
The researcher distributed a total of 60 questionnaires. This was a considered to be 80 %. 
As the response rate suggests, the number of questionnaires were considered enough to 
be used in the entire study.63% were male. Therefore it can be concluded that there were 
more males who responded than females which shows that they prefer to employ more 
men because of the hard work.32% were aged between 21-30 years. Therefore the 
company prefers to engage mature and energetic people.58% were married. This showed 
that the establishment prefers the married who are deemed to be more responsible.48% 
were degree graduates. Generally, the institution regarded education as a prequalification 
for employment. 
5.1.1 Infrastructure 
28% of the respondents had worked for 1-6 years. Generally, this showed that the 
establishment retained its employees long. Researchers have established that usage is a 
key variable in explaining the performance impact of information technology. This is 
especially so if the system use is voluntary as in e-commerce websites where the users 
are customers (Ghandour et al., 2011). 
5.1.2 Technical skills  
62% indicated that technical skills helped in steering e-commerce. This was an indication 
that the technical skills were very useful in the progression of e-commerce. Lack of 
resources and skill in both the technical and the business areas makes the introduction of 
e-business unworkable in its current format (Koh and Maguire, 2004). Koh and Maguire 
(2004) noted that changes in technology with their impact on the numbers and skills of 
the workforce pose a major challenge for most organizations. 
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5.1.3 Financial infrastructure  
The study was carried out to establish how the respondents considered 
telecommunication financial infrastructure in Safaricom Ltd Kenya, Naivasha branch. 
From the findings, 50% of the respondents rated very high. According to Koh and 
Maguire (2004), a major constraint for small firms in the area of e-business may be their 
inability to make the necessary investment to take advantage of the new concepts and 
ICT. They may have to rely on outside consultants, which are problematical, as most 
small firms cannot afford to employ private consultants (Koh and Maguire, 2004). Costs 
of implementation of e-business can be a serious barrier for SMEs (Koh and Maguire, 
2004). 
5.1.4 Legal and policy framework  
45% indicated that the extent of legal and policy framework was very high on e-
commerce. This was an indication that legal and policy framework was highly observed 
when it came to the use of e-commerce in business. From the findings it was clear that 
the telecommunication financial infrastructure was very important for the running of e-
commerce and also the growth of the company.48% indicated that telecommunication 
infrastructure helped the service providing companies towards improving their services in 
a large extent. This was an indication that telecommunication infrastructure was useful to 
the company on improving their services.  
5.2 Recommendations 
5.2.1 Infrastructure 
The study recommended that a need for an expertise that results in a flexible, manageable 
and maintainable cohesive ICT structure. Such a structure can lead to diversity and 
therefore modest benefit. 
5.2.2 Technical skills  
The study recommended that the present IT structure of an organization is a factor that 
affects the introduction of EAI, as the needs of the infrastructure often stimulate the 
process for adopting request incorporation. 
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5.2.3 Financial infrastructure  
The study suggested that if the investment was readily accessible to small trades, high 
cost may not be a barrier to e-commerce adoption. The exact nature of the association 
amid the unique features of small business and cost-related barriers is a topic that they 
proposed for further research.  
5.2.4 Legal and policy framework  
The study recommended that stable infrastructure has the influence of promoting 
competitive private growth by lowering the cost of transacting business. A developer 
needs to be high-level programmer with few years of experience in the industry and must 
possess a comprehensive understanding of how information flows from one end of the 
system to another and what modification takes place in between is essential. 
5.3 Conclusion 
5.3.1 Infrastructure 
The study concluded that they have also pointed out that there is no provision for dual-
key pairs for individuals and businesses which can create some difficulties for 
confidentiality of transactions. Other difficulties associated with the IT act relate to the 
cybercrimes which are not fully covered are an area of concern for the growth of e-
commerce. 
5.3.2 Technical skills  
The study concluded that Nonexistence of funds and ability in in cooperation the 
technical and the commercial areas makes the outline of e-business impracticable in its 
present set-up. Changes in expertise with their impact on the statistics and skills of the 
labor force pose a major challenge for most governments. Small administrations find it 
tough to justify a considerable financial pledge in an area they do not identify as being 
their core component of the commercial. 
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5.3.3 Financial infrastructure  
The study concluded that though imperfect incomes are a unique distinctive of SMEs and 
thus a barricade for them to contest in the international e-business sector, there are also 
many counter-balancing rewards as well. An understandable benefit is that small and 
medium-sized businesses are typically more commercial and eager to research and invent 
in terms of business replicas and processes than larger establishments with recognized 
pyramids. 
5.3.4 Legal and policy framework  
The study concluded that the continuously developing policies and rules governing the 
internet and its processes will affect the upcoming of global e-commerce. Given the 
massive economic occasions at stake for all businesses across the world, developing 
countries should be intricate as equal cohorts in the expansion of the rising body of 
internet governance. Customs duty for cross border taxation, sales tax, etc. (indirect 
taxation) for goods and services conveyed automatically are not clearly predicted out. 
The dominion of e-commerce trades is also not simplified.  
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QUESTIONNAIRE 
SECTION A: PERSONAL INFORMATION 
Organization……………………………………………………. 
Department…………………………………………………….. 
1. Indicate your Gender (please tick one) 
a) Male                                                       (     ) 
b) Female                                                    (     ) 
2. Marital status                  
a) Married                                                   (    )               
b) Single                                                      (    ) 
3. Indicate your current age in bracket 
a) Under 25 years                                          (     ) 
b) 25- 35 years                                               (     ) 
c) 35- 45 years                                               (     ) 
d) 45- 55 years                                               (     ) 
e) 56 and above                                              (    ) 
4. Indicate the highest education qualification you have attained. 
a) Primary                                                   (     ) 
b) 0-Level                                                    (     ) 
c) Certificate                                               (     ) 
d) Diploma                                                  (     ) 
e) Degree/Masters                                        (     ) 
f) Others specify                                         (     ) 
5. How many years have you worked with the current station you are working in? 
a) 0-2 years                                                 (    ) 
b) 3-5 years                                                 (    ) 
c) 6-8 years                                                 (    ) 
d) Above 10 years.                                       (    ) 
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SECTION B: Telecommunication technical skills 
6. Do technical skills help steering E-commerce in service providing companies?
 
a) Yes           (  )                                                     
b) No            (  )       
7. If yes how……………………………………………………………………….. 
……………………………………………………………………………………… 
8. To what extent does technical skills improve E-commerce operations? 
a) Large extent                 (  )                                          
b) Moderately                  (  )                                         
c) Small extent                (   )                                                                                  
d)  Not at all                     (  )                                          
9. Indicate if you agree that technical skills help improving E-commerce operations 
in service providing companies in Kenya?  
a) Strongly agree                                                            (    ) 
b) Agree                                                                          (     ) 
c) Not sure                                                                      (     ) 
d) Disagree                                                                     (     ) 
e) Strongly disagree                                                        (     ) 
SECTION C: Telecommunication Infrastructure  
10. Is the telecommunication infrastructure important in E-commerce operations? 
a) Important                   [    ]                             
b) Not important             [    ] 
11. If yes, how have it impacted on the service providing 
companies?…………………….……………………………………………… 
……………………………………………………………………………………… 
12. Which are some of the existing telecommunication infrastructure? 
………………………………………………………………………………………
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………………………………………………………………………………………
…………………………………………………………………… 
13. To what extent has telecommunication infrastructure helped the service providing 
companies towards improving their services?  
a) Largely extent (  )  
b) Small extent (  ) 
c) Moderately (  )   
14. Comment on telecommunication infrastructure at Safaricom limited, Naivasha 
branch 
a) Very good  (  )   
b) Good    (  )   
c) Fair    (  )   
d) Poor    (  )   
e) Very poor  (  )   
SECTION D: Telecommunication financial infrastructure  
15. How does the financial infrastructure help in improving E-commerce at Safaricom 
limited, Naivasha 
branch?…………………………………………………………… 
…………………………………………………………………………………….. 
16. How do you consider telecommunication financial infrastructure beneficial at at 
Safaricom limited, Naivasha branch?  
a) Very  good                                                (    ) 
b) Good                                                         (     ) 
c) Fair                                                            (     ) 
d) Poor                                                          (     ) 
e) Very poor                                                  (     ) 
17. If good please explain? …………..……………..……………………………….. 
………………………………………………………………………………………
……………………………………………………………………………………… 
 
 
 
47 
 
SECTION E: Telecommunication legal and policy framework  
18. To what extent does the legal and policy framework influence E-commerce at 
Safaricom limited, Naivasha branch? 
a) Very high                               [  ] 
b) High                                       [  ] 
c) Very low                                [  ]  
d) Low                                        [  ] 
19. How does poor legal and policy framework influence E-commerce usage? 
………………………………………………………………………………………………
………………………………………………………………………………………………
……………………………………………………………………………………………… 
20. Do you think E-commerce is cost effective in improving services to clients?  
.……………………………………………………………………………………………
………………………………………………………………………………………………
……………………………………………………………………………………………. 
21. What can companies do to face the challenge of legal and policy framework at 
Safaricom limited, Naivasha branch? 
………………………………………………………………………………………………
………………………………………………………………………………………………
………………………………………………………………………………………..…… 
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